The objective of this study is to determine the elements that play an important role on consumer's buying behavior. The purpose of this research is to find out the main important factors related with the packaging effect. Companies in order to create the right packaging for their products, they must understand the consumer buying process and understand the role and the impact of packaging elements as variables that can influence the purchase decision. So, by understanding what factors influence the buying behavior and what packaging elements are most important it help companies making the right decisions about product and their package. This research through empirical data tries to find the relationship between consumer buying process as the main variable of the study and some independent variables like, packaging color, printed information, packaging material, design of wrapper, printed information, brand image, and innovation and practicality that help consumers in their decision buying process. The primary research data are collected through a structured questionnaire and SPSS software is used for analysis purposes. Finally, factor analysis is also employed to find out the most important factors of packaging elements that are more important for consumers during the process of decision while buying. The data obtained rated the package design, printed information, and innovation and practicality as more important factors during the buying process.
INTRODUCTION
Consumers nowadays are facing an increasing number of products. Being exposed to such a number of products, consumers are bombarded with too many clues, stimuli for being attracted by different companies while making their marketing offer. The average American supermarket holds approximately 20,000 products that are competing to attract the consumers' attention (Belch & Belch., 1999) . In this line Keller (2008) states that consumers are exposed to more than 20,000 product choices within a 30-minute shopping session.
In principle the primary purpose of packaging is to protect the product, but companies use the packaging as an instrument for promoting their products, increasing sales, and attracting customers. Companies, now days are more interested in using packaging for boosting their sales. A good packaging helps to identify and differentiate products to the consumers. Packaging is used for easily delivery and safety purpose. Companies also use it for the promotional purposes as well as to differentiate the product from other brand.
Companies must understand what influences consumers in their consumer buying process in general and in particular the packaging as a variable that can influence the buying decision process. They must also understand what factors can influence buying behavior and what is the role of the packaging elements toward buying decision process of consumers during their purchase decision. However, in order to create the 'right' packaging for a product, companies need to analyze very deeply the packaging elements that might be of importance to consumers.
The marketplace is flooded with a wide range of product brands. This situation has become a real burden for consumers in order to keep pace with this large number of diverse brands in the market (Suresh et al., 2012) . According to Alvarez and Casielles (2005) organizations' intentions are developing brands in order to attract and retain the existing consumers. The scholars have recognized the importance of having loyal customers, because such customers are less price sensitive and spend more money for the preferred brand. Loyal customers tend to buy more frequently, and are less likely to be influenced by competitors' promotion and communication strategies. Understanding how the consumer chooses products and consumers can provide manufacturers with useful insights and offer them a competitive advantage over their competitors (Kotler & Keller., 2011) . Companies can use this understanding in a very strategic way in order to offer the right products and services to the right customer at the right time. Accoding to Aaker (2010) consumers respond to packaging based on previous information, learned reactions and individual preferences. Products, shapes, colors, sizes and labels might influence consumers to respond positively.
Objectives of the study
This paper tries to analyze and find out the most important elements of packaging that influence the buying decision process. Thus, the paper will try:  To find out the impact of packaging on the buying behavior decision.  To find out the most important factors that have an impact of each packaging element on the consumer.  To check the effect of packaging elements on the buying behavior.
Research questions and hypothesis
The study tries to answer the following research questions:
1. What is the impact of packaging elements on the buying behavior of consumers? 2. What are the most important factors of the package elements for consumers in the buying decision process? 3. What is the effect of the packaging elements on the buyer behavior?
The study will also try to answer the following hypotheses:
Null hypothesis
Ho: "There is no relationship between packaging elements and the buying behavior of customers". Alternative hypothesis Ha: "The packaging elements are very important on the buying behavior of consumers".
LITERATURE REVIEW
Buying behavior of consumers is influenced by many factors such as, packaging color, printed information, packaging material, design of wrapper, printed information, brand image, innovation and practicality.
Color of packaging is important because it used by companies to differentiate its product from other competitors. Companies use different colors for emphasizing a different mood, like, black is used for power, blue for trust, red for energy, green for balance or organic and fresh. According to Keller (2009) color is an essential component of packaging because consumers link type of colors with particular product. According to Singh (2006) color perceptions vary across cultures and most of the religions are believed to have their sacred colors.
Packaging protects the product. It does more than just protecting the company's products (Charles W. L et al., 2011) because it also helps in developing the image of the product in consumer mind. Labeling provides information regarding the product category, products ingredients, and product instructions. It also helps consumer to differentiate a product more easily (Morris,1997). Labeling helps consumers spend less time needed while searching for products that are decided to be bought by them. Nowadays, there are consumers that pay more attention to label information since they are more concerned with health and nutrition issues (Coulson, 2000) . The material used in packaging is an important element which prevents the product from any damage or loss. It is more likely that the high quality material might attract customer more than low quality material. Consumer perceptions regarding certain materials could change the perceived quality of a product (Smith & Taylor, 2004) . Printed information contain all the information related to the product quality, price, description which help to identify the brand. The information on packaging is an important component since it can support marketing communication strategies of companies to establish brand image and identity (Shah et al., 2013 ).
An image can create value to consumers by helping to process information; differentiate their preferred brands, facilitating buying, giving positive feelings, and providing a basis for product extensions (Aaker, 1991) . The image on the product is important because it increases the attention for that given product. The background image is the image in the mind of the customer which helps to identify the brand of the product from different brands (Goldberg 1999; Mowen & Minor, 2001 ). Consumers often buy products that have famous brand because they feel more comfortable with things that are already known (Aaker, 1991) .
Bringing innovation in the packaging design can attract consumers, but practicality is also valued a lot by consumers, because it adds the added value, like easily opening, easily stored, and recyclable.
METHODOLOGY
The main purpose of this paper was to identify the main factors that are important to customers regarding the packaging elements on the consumer buying behavior. Consumers value factors such as, color, printed information, packaging material, design, brand image, and innovation and practicality that help consumers in their decision buying process. The paper used both types of data, primary and secondary. The primary data was collected through a structured questionnaire. Whereas, secondary data was collected from books, textbooks, online articles, journals, etc. A structured questionnaire was sent to 460 respondents, but 395 responded it. Thus, the respondents' rate is about 86%. The study included different age groups, different professions, and country origins of the respondents.
Factor analysis was used in order to find out the most important factor loading that are important underlying factors with packaging elements that have an impact on consumer behavior. Factor analysis is a technique that is used to reduce a large number of variables into fewer numbers of factors. Factor analysis extracts maximum common variance from all variables and puts them into a common score. The statistical tools SPSS and Excel were used for data analysis.
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DATA PRESENTATION AND ANALYSIS
This chapter includes a systematic presentation of data obtained from the survey about packaging factors that are more important on consumer buying process.
Descriptive statistics
The tables below describe the frequency of respondents based on their gender, age, country of origin, job and education. 156  40  business  80  20  education  64  16  other  56  14  Total  395  100  Table 4 , presents customer's distribution based on their job As we can see from the table, students belong to the group with the most response rate, 40%, followed by those that work in private companies and those that work in education with response rate of 20% respectively 16% response rate. 
Factor Analysis
Factor analysis is a technique that is used to reduce a large number of variables into fewer numbers of factors. The number of factors is determined by Eigenvalues. If Eigenvalues is greater than one, we should consider that a factor and if Eigenvalues is less than one, then we should not consider that a factor. According to the variance extraction rule, it should be more than 0.7. If variance is less than 0.7, then we should not consider that a factor.
First of all, KMO and Bartlett's Test was used to check the appropriateness of factor analysis for the purpose of research. The results of reliability should be bigger than 0.7. Also, the results of Bartlett's Test of Sphericity should be less than 0.05 .000
According to results obtained from table 6, KMO is .880 which is above the acceptable level, which approves the appropriateness of this analysis for the study. The printed information on the package helps the process of buying
.724
Innovation and practicality is important in consumer buying process
.723
The quality of the packaging material is important during buying process
.696
The brand image on the package has an impact on consumer behaviour on buying process
.690
The label of the package is important in desicion buying process
.676
The packaging color impacts consumer behaviour during buying process
.663
The language used on the package influences consumer behaviour during the buying process
.655
The quality of packaging is related with the price of the product
.586
According to table 8, using Rotated Component Matrix and Total Variance, factors are put in one group. This means that all this factors are important as packaging elements during consumer buying behavior. The most important factors are listed. Therefore, based on the results, the loading factors showed the importance of the specific factor for the customers during their decision process. The package design, the printed information, and Innovation and practicality are more important in consumer buying process.
CONCLUSIONS
The obtained results from research show that all elements presented in this study seem to be important and some of those elements to be very important as a factor while deciding to buy certain products. Thus, the packaging elements represent a good means of marketing communications towards consumers, because consumers value the elements that are embodied on the package. The figure 6 summarizes the obtained results that the packaging elements are very important during the buying process and they facilitate a lot the decision process. Furthermore, the findings show that the following factors such as, the package design, printed information, and innovation and practicality, seem to be the most important factors that are valued by customers during their buying process.
Figure: 6. The Packaging Elements
As it was noted from literature review, the color helps consumers differentiate their favorite brands. The packaging color helps also companies to catch consumers' attention and interest. Consumer value label in the products, because they can get information about the product. The information given in the label also helps companies promote the product in the market.
From the empirical evidence, the information on packaging represents an important component because printed information contains all the information related to the product quality, price, and description which helps and facilitates the decision process during purchasing. The language used on the package also represents as an important factor during the buying process. Innovation in the packaging design also increases the chance for positioning the product into consumers' minds. Finally, factor analysis was also employed to find out the most important factors of packaging elements that are more important for consumers during the process of decision while buying. The data obtained rated the package design, printed information, and innovation and practicality as the more important factors during the buying process.
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